marketing to support the development of ethically responsible and effective digital customer experiences. Nevertheless, there is a lack of study about the impact of social network marketing on purchase intention on batik in Surabaya.
The research model developed by Toor, Husnain, & Hussain (2017) showed there is a positive direct impact of social network marketing on consumer engagement and consumer purchase intention. There is also a positive direct impact of consumer engagement on consumer purchase intention. This study expanded the model developed by Toor, Husnain, & Hussain (2017) by adding a new variable of Attitudes towards social network marketing, which study conducted by Akar & Topçu (2011) .
Social network marketing is expected to have a positive direct impact on attitudes towards social network marketing, & attitudes towards social network marketing are also expected to have a positive direct impact on consumer purchase intention on batik.
The research problems are as follows; (1) Does social network marketing positively affect consumer purchase intention on batik?; (2) Does social network marketing positively affect consumer engagement on batik?; (3) Does consumer engagement positively affect consumer purchase intention on batik?; (4) Does social network marketing positively affect attitudes towards social network marketing?; & (5) Do attitudes towards social network marketing positively affect consumer purchase intention on batik?
Beyond its marketing content & twodimensional interaction on websites & applications, social network marketing offers an opportunity to immerse consumers directly in the simulated product or service experience. Strategic marketers use social network marketing as a marketing tool because these social networks are hugely popular among individuals & thus become visible media for advertising. Other than its expedient access, the environments can be customized to accommodate the profiles of the consumers (Toor, Husnain, & Hussain, 2017) . Attitude is defined as a person's enduring whether or not the evaluations are favorable, emotional feelings, & action tendencies towards some object or idea. It shapes people's minds to like or dislike an object, as well as move towards or away from it (Kotler & Keller, 2012) . Customer engagement refers to the intensity of customer participation with both representatives of the organization & with other customers in a collaborative have a positive impact on consumer purchase intention. Business and Management Research, volume 115 284 knowledge exchange process (Wagner & Majchrzak, 2006) . Purchase intention is the prediction of the buyer regarding which brand, the consumer will choose to buy. The intention can be described as a response short of actual purchase behavior (Mehmood & Khan, 2011 ).
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Research Purposes
The purpose of this research is to examine the effect of social network marketing, attitudes towards social network marketing, & consumer engagement on consumer purchase intention on Batik.
These are five hypotheses to test as follows: H1. Social network marketing has a positive impact on consumer purchase intention. H2. Social network marketing has a positive impact on consumer engagement. H3. Consumer engagement has a positive impact on consumer purchase intention. H4. Social network marketing has a positive impact on attitudes towards social network marketing. H5. Attitudes towards social network marketing
RESEARCH METHOD
This research used a quantitative approach, which is categorized as causal research, including hypotheses building based on available theories & collecting accurate data to test hypotheses. The independent variable used was social network marketing (SNM), while consumer engagement (CE), consumer purchase intention (CPI), & attitudes towards social network marketing (ASM) acted as dependent variables.
According to Cozby & Bates (2012:147) , purposive sampling is one of the forms in nonprobability sampling that aims to gain samples or respondents from individuals who are suitable with the criteria set by the researcher.
The researchers specifically determined the selected respondents' characteristics of active users of social network marketing, whose are Batik consumers in Surabaya & know any sellers or brands of Batik that carry out a social network marketing & have once commented on those social network marketing sites. The number of samples was 210 respondents.
The data analysis was conducted by Based on the hypotheses testing shown in Table  1 , of 5 hypotheses tested, 4 hypotheses were supported, while one hypothesis was rejected. It means that social network marketing does not affect consumer purchase intention on Batik (H1).
The research does not support the theoretical argument proposed by Toor, Husnain, & Hussain (2017) , which stated that social network marketing is found to have a significant effect on consumer purchase intention. This result supports the previous study conducted by Ahmed & Zahid (2014) , which found that marketers that use virtual social networks as a channel for br&ing or marketing does not directly affect consumer purchase intention of their garments, but it needs another indirect factor which is br& equity & customer relationship management on the context of their study. Furthermore, Hajli (2014) found that social media does not directly affect purchase intention, but trust, encouraged by social media, significantly affects purchase intention. In the context of this study, consumer engagement acts as an indirect variable of the relationship between social network marketing & consumer purchase intention on batik because consumers prefer to take parts in communicating both with the companies & other consumers as well as attitudes towards social network marketing which then can indirectly affect purchase intention. When individuals are emotionally attached to social media platforms, it can be expected that consumers will become more engaged with companies (Vanmeter, Grisaffe, & Chonko, 2015). Maguire (2015) , today's companies need to utilize the influence of social media to engage consumers instead of using it only as a platform for intensifying the products & brand promotions. Barhemmati & Ahmad (2015) also supported this finding that the existence of emotional ties between buyers & companies, which will lead them to make better decisions before purchasing batik & increase the intention to buy batik as recommended by friends on social networking sites. Consumer Purchase Intention occurred in this study because consumers of batik in Surabaya tend to trust the engagement process occurred on the social networking sites of batik in order to gain more knowledge about the products, & batik sellers can stimulate consumers to visit, read, like, or even comments on their social networking sites.
The research result shows that Social Network Marketing has a significant effect on Attitudes Towards Social Network Marketing (H4), This research supporting the theoretical argument by Sohail & Al-Jabri (2017), which stated that information & engaged contents on social media which are uploaded by firms, in return will affect consumers' attitudes towards social media. Akar & Topçu (2011) also supported this result, if consumers follow or monitor social media of a company, it can significantly affect their attitudes towards social network marketing. Batik consumers in Surabaya think that batik companies are doing well in social network marketing as the social network marketing of batik is very attractive & essential for batik companies; therefore, it will be good if Batik companies can use social network sites such as Facebook & Instagram for marketing.
This research supports the theoretical argument conducted by Arli (2017 ) & Stevenson, et al. (2000 , which stated that consumer purchase intention is positively affected by consumer's attitudes towards the social network marketing (H5). Attitudes towards social network marketing have a positive impact on consumer purchase intention because the growth of internet users in Indonesia is increasing every year, & social media is still the most accessed platform on the internet. Batik consumers have positive attitudes towards social network marketing that will lead their intention to buy batik as recommended by their friends on social networking sites 4 CONCLUSION Companies should create an exciting feed with a complete description of the batik products so that consumers are interested & amused by the contents. The contents should be updated regularly, so consumers will not get bored with the existing content. Furthermore, batik companies can ask consumers regarding what content is expected from social networking sites. Instagram should be considered as the preferred platform of social network marketing of batik since the majority of respondents answered Instagram as their primary social networking sites. Batik companies should focus on using Instagram more as their platform to do digital marketing.
Further research is needed to find out the generalization of this research model, mainly by choosing other social network marketing as an object because this research is only limited to batik. Further research is expected to distribute the questionnaires more heterogeneously in order to gather more types of respondents. Sellers of batik on social network marketing are expected to be involved (Dewing, 2010) . Interviews should also be used in future research to understand better social media users & their insights as well as experiences (Toor, Husnain, & Hussain, 2017) .
